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Intro: 
ESports and the eSport marketplace has experienced record growth in recent years due to 
the expansion of professional teams, collegiate involvement, and the massive success of 
accessible, free competitive games. With this burgeoning industry comes an opportunity for early 
innovators to capitalize on both the seen and unseen problems that the members of this market 
have to contend with on a day to day basis. The goals of our research are to investigate eSports 
from a “big picture” perspective, explore the various segments at play under the eSport 
ecosystem, and drill down to expand our knowledge on a segment that has the highest potential 
for a business opportunity. Before jumping into the industry itself, we will discuss the formal 
definition of eSports.  
 
Defining eSports 
 Giving a definition that encompasses the wide variety of segments that fall under 
“eSports” is not as simple as it seems. Part of this issue lies in the debate on whether eSports can 
be considered “real” sports or not. ESports are not often analyzed or managed in the same 
capacity as “traditional” sports and do not benefit from being governed over a single, integrated 
organization (i.e the NCAA, NFL, NBA). Despite this debate, one definition among eSports 
enthusiasts prevails. ESport Analyst and Market Research platform, Newzoo, defines eSports as 
“professional-level competitive gaming in an organized format with a specific goal/prize, such as 
winning a championship title or prize money and a clear distinction between players and teams 
that are competing against each other” (2019,  6p.). While the gameplay itself is important, other 
members of the eSport community emphasize that the viewership and fanbase surrounding the 
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games are equally critical. Similar to traditional sports, eSports relies on the support of 
passionate spectators and sponsors (Purewal & Davies, 2017).  
 The company sponsoring this project is Metisentry, a US based software development 
company. Metisentry is keen on exploring new business opportunities associated with the 
expansion of eSports and specifically are looking to create an innovative solution to serve this 
market. To make this report valuable for Metisentry, it is crucial that every segment of the 
eSports market is explored and analyzed. Our goal in this report is to understand the market 
surrounding eSports, evaluate the most viable segment for a business opportunity, and report our 
findings to Metisentry. To evaluate the best business opportunity, it is essential to understand the 
total addressable market that eSports consists of.  
 
Total Addressable Market  
 The global eSports market is currently valued at 1 billion dollars; over a 200 million 
dollar increase in the single year since 2018. ESports shows no signs of slowing down and is 
expected to reach a total of 1.8 billion in 2022. “In terms of revenues, Asia and North America 
represent the two largest eSports markets”. Statista also states that in 2017, the North American 
market brought in revenues of 406 million. Applying the same growth scale for the global 
economy for eSports, the North American eSports market is set to bring in 850 million dollars in 
revenue in 2019. For our purposes, we will focus solely on the market opportunities available in 
the North American eSports market (Statista, Page 1, 2019).  
 
 
Service Attainable Market 
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 The total addressable market of eSports can be divided into four segments: Viewers, High 
Schools, Collegiate, and Professional eSports. Each of these segments will be analyzed based on 
size, revenue, costs, and overall potential for future growth. As these segments are discussed, it is 
important to keep in mind that Metisentry is looking for the best overall business opportunity. 
The evaluation of this opportunity is dependent on the existence of legitimate problems within 
the market segment they pursue. The first segment that will discuss is eSports viewers. 
 
Viewers 
While we discuss the expanding revenue streams within the eSports market, it is 
important to target the main driver behind these numbers: the eSports viewer. In 2018, the global 
eSports audience swelled to a staggering 380 million individuals, of which 165 million 
represented active eSports enthusiasts and the remaining 215 were considered “occasional 
viewers” (Stevens, 2019). Active, a technology consulting firm, estimates that eSports 
consumers will view around three billion hours of eSports this year, which makes up 10% of the 
total addressable market of all sports viewing (Syracuse Staff, 2019, para 3). Approximately 73% 
of eSports viewers are between the ages of 18 and 34, essentially the same desired target 
audience for traditional sports (Syracuse Staff, 2019, para 12). Referencing the image below, 
Activate infers that the NFL is the only professional sports league in the United States that will 
draw more viewers than the 84 million viewers projected to watch professional eSports 
competitions in 2021 (Syracuse Staff, 2019, para 4). 
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Just like any professional sport, eSports offer a blend of stakes, rivalry, and competition 
to keep its viewers engaged and coming in droves. One of the largest annual eSport events, the 
League of Legends World Championship series, continually boasts viewership of over 100 
million people, significantly more viewers than the Super Bowl. (This is higher than the above 
statistic as these are not “dedicated” viewers, but simply anyone who tuned into the stream at any 
point of the series.) However, where eSports are able to differentiate from the traditional sports 
market for its casual consumers lies in the ecosystem surrounding it. ESports have naturally 
grown from a strong digital/virtual market due to its origin within consumer electronics and, as 
such, has always had roots in these markets. Amateur viewers are able to consume eSports on 
whichever platform and at whatever pace they deem fit for their lifestyle. They can engage with 
their favorite eSport game/team/player through live streams on Amazon’s Twitch platform, 
watch scripted/edited content through YouTube, or even directly interact with them through 
platforms such as Twitter/Discord. The technological origin of eSports is one of its greatest 
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strengths. While traditional sports must determine how to effectively use social media and the 
internet to reach potential consumers; eSports have perpetually lived and grown from these 
platforms. 
Based on figures for 2019, eSports will break over 1 billion in revenue for the first time 
in 2019, mainly from media rights, advertising, and sponsorships within the industry. However, a 
much more staggering statistic that is derived from this number is the average amount that comes 
from the casual eSports viewer, a measly $5.45 per consumer (Economist, 2019).  The low cost 
derived per casual viewer and the staggering amount of platform options viewers are presented, 
make the viewer market a difficult, and potentially unprofitable, market to enter. The next 
segment that we will explore is the High School market.  
 
High School eSports Leagues 
The biggest name in the High School eSports sector is the aptly named High School 
eSports League, or, HSEL. The HSEL’s mission is to “make eSports available to every student 
as a legitimate varsity level sport in high schools across the nation”. The HSEL serves over two 
thousand schools nationwide in addition to upwards of sixty thousand students. The HSEL 
claims that there are various benefits to having an eSports program present in the American high 
school including teamwork among student athletes, collegiate scholarships, and even relevant 
skills for a booming industry (HSEL, 2019). In addition, according to an article in EdTech “high 
school eSports programs transform what is often an isolating activity into a social experience, 
leading to many of the same rewards as traditional athletics” (Hennick, Page 1 Para. 7, 2019).  
 These high school programs are funded by one of two ways as outlined by the HSEL. 
The first, the existence of several STEM (Science, Technology, Engineering and Mathematics) 
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grants available to high schools that are rewarded for advances in STEM education centered 
around technology. The second way these programs are funded is through the use of 
crowdfunding sites such as FundMyTeam or Go Fund Me. It is a common misconception that 
there is a large equipment cost associated with starting and running these programs but most 
school districts have this technology available already. The majority of funds raised instead go 
toward HSEL tournament fees (HSEL, 2019). 
In terms of competition, the HSEL in tandem with all star sponsors like Microsoft, MSI, 
and Champion are making it very easy for high schools across the nation to participate in large 
tournaments year round. Any high school team can become eligible to enroll in these 
tournaments by becoming a part of the HSEL Partnership Program. This program costs 
approximately $40 per student depending on the season the team wishes to compete in (HSEL, 
2019). These costs are significantly less than high school varsity sport programs which can cost 
hundreds of dollars for parents/students. However, traditional sports like football can generate 
substantial revenue for the program and for the school. On the other hand, eSports at the high 
school level does not typically draw a live audience, or even a virtual one, making it much more 
difficult for these teams to save money or expand.  
There has been no data so far to support the notion that high school eSports programs are 
making money and without significant disposable income, it is hard to believe that these 
programs are rich with business opportunity. With that being said, there is a significant talent 
pool available in high schools which professional teams often become interested in. Considering 
the average age of a professional League of Legends player is 21, there is no doubt that 
professional teams look to recruit from these high schools (ESPN, 2017). Keep in mind however 
that only 1-2% of the high school eSports community reach the professional scene (HSEL, 
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2019). The rest of these eSport enthusiasts tend to stick with their preferred game to play 
casually and follow their favorite professional players as an avid viewer. 
 
Collegiate 
 The growth of collegiate eSports is undeniable; starting in the early 2010s, eSports have 
permeated throughout the college environment with over 125 collegiate varsity teams and several 
colleges offering degrees in eSports management today (Morrison, 2018). This vast expansion of 
collegiate programs is logical considering that about 65% of eSports viewers are between the 
ages of 18 and 24, and 64% of viewers have some college education (Pizzo, et al., 2018). In fact, 
nearly 78% of eSports viewers are students (Pizzo, et al., 2018). With these demographics being 
the major participants in the eSports climate, it is of no surprise that colleges around the United 
States are taking strides to establish eSports at their universities.  
 Although there has been a rapid expansion of eSports programs, there is still room for 
growth. As of March 2018, the state with the most varsity eSports programs was Ohio, with 15 
colleges participating in the eSports market (Morrison, 2018). There were also 12 states that had 
no varsity eSports programs (Morrison, 2018). While 130 college programs may not seem large 
compared with the total number of colleges in the United States, it is significant due to the 
momentum that these programs were established. The rise in popularity of eSports and the 
demographics involved indicate that collegiate eSports programs will continue to grow, and very 
quickly. Because it is so new, this market is not yet saturated and will potentially be easier to 
enter than the other segments we discuss. 
 
Professional  
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 Professional eSports players are the top 1% of skilled competitors that clash for the 
admiration of legions of fans and monumental cash prizes. These players are typically sponsored 
by “companies that are affiliated with games, including game developers and game-controller 
manufacturers” (Knorr, 2018). These professional players often have a large fan base and receive 
revenue from viewership and competition prizes. One professional eSports star in particular, 
Tyler “Ninja” Blevins, averages over 72,000 viewers during professional competitions, 
recognizes over 12 million followers, and earns a net streaming revenue of roughly $300,000 per 
month (Syracuse Staff, 2019, para 2). As mentioned above, eSports are surpassing traditional 
sports in revenues and viewership on the professional level, and the fanbase growth is not 
projected to stop. 
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 Like traditional sports players, professional eSports gamers thrive off of a fanbase. 
Twitch allows viewers to donate in real time and facilitates streamers in forming stronger 
relationships with fans. Viewer/Streamer dynamics are very important and become a strategic 
focus among professional players. Streamer and gaming companies’ strategies include: 
1. Engagement: As previously mentioned, the online presence of both eSports and their star 
players are huge drivers and publicists for this market. By curating a more intimate, 
personal relationship with their viewers through Twitch, Twitter, etc; casual fans are able 
to have a much more personal connection to this industry than say, a traditional sports 
league (NFL) and its players. 
2. Global Expansion: ESport events are not restricted by restrictive broadcast regulations 
and instead exist freely on the internet for any consumer to watch, thus there exists a 
huge leap pad for international expansion. Many of the larger eSport events offer multiple 
broadcasts in different languages for the international consumer to enjoy. As the owner of 
Team Liquid, a prominent, professional eSport organization, puts it, eSport teams exist as 
“citizen(s) of nowhere”. Fans of these teams can be established from any time zone and 
from any country.  
3. Cross-Market Experimentation: With the rapid expansion of the eSports market came 
inevitable interest in tapping into this market from outside industries (especially when the 
average eSport viewer is a target demographic- Male, aged 15-35 - for many businesses). 
ESport phenomenon, Fortnite, has had some of the most successful cross-market 
endeavors including partnerships with Marvel Studios in creating in-game events 
centered around their Avengers franchise as well as in-person events featuring 
“traditional” celebrities such as Marshmello, a popular DJ. (Economist, 2019) 
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Competing companies possess the technology to allow streamers to post live content. 
Twitch currently maintains a competitive advantage in streaming services, allowing viewers to 
interact directly with the streamer via a chat log, whereas competitors prioritize uploading videos 
for viewers. Ali Moiz, CEO of Steamlabs, which operates a streaming application to help 
professional streamers on the platform, approximates the total addressable market for the entire 
steaming industry to have been $10.1 billion in 2018 and predicts this total to peak at $13.1 
billion in 2019 (Syracuse Staff, 2019, para 11). While the streaming industry is large, it also 
involves an entry barrier as the market is already dominated by Twitch and demands an 
extensive infrastructure.  
 
Service Obtainable Market 
 Upon analyzing the different segments that fall under the Total Addressable Market for 
eSports as a whole, we have decided to narrow our focus to the collegiate scene. College eSports 
present the most opportunity for Metisentry to create a competitive advantage and develop a core 
competency through the issues that face this segment. Within the college eSports environment, 
there are several additional categories, including: Varsity teams, Club/intramural teams, and 
Academic programs/degrees. To further narrow our market segment selection, we will explore 
these areas below. 
The visual attached below shows the segments we have previously explored at the SAM 
level and segments we will explore next within the collegiate sphere as part of our SOM.  
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Varsity Collegiate eSports 
 The National Association for Collegiate eSports (NACE) defines varsity-level teams as 
“the principal teams representing a college or university.” Varsity eSports teams have been 
growing rapidly in just a few short years and while competitive video games have been a 
mainstay in the industry for decades; eSports at the collegiate level are a recent addition. Varsity 
eSports began at Robert Morris University. The Illinois university created a scholarship-
sponsored League of Legends team in 2014 (Morrison, 2018) initiated by Kurt Melcher, Robert 
Morris University’s associate athletics director (Bauer-Wolf, 2019). With a $100,000 classroom 
remodeled for practices and scholarships for student players, the University of Chicago paved the 
way for eSports varsity investments (Sugishita, 2015, 3p.). As of 2018, there are more than 125 
varsity programs, not including eSports at a club level (Morrison, 2018).  
 It is evident that eSports have been expanding rapidly within the collegiate atmosphere 
and do not have intentions of slowing down anytime soon. ESports are extending into new 
territories. In Fall 2020, Michigan Technological University will become the first public 
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university in Michigan to establish a varsity eSports team (Jesse, 2019). With the permeation of 
eSports at American colleges still in its early stages, this segment offers a significant opportunity 
for Metisentry to create a compelling and lucrative solution.  
 
College Club eSports 
 While eSports in colleges began with clubs, it is difficult to determine exactly how many 
eSports clubs exists. ESports on a club level is very difficult to quantify as each college has its 
own structure for clubs and they are not officialized in any single space. They are typically run 
solely by students, have no governing body, possess no official rules or procedures that are 
consistent among all club eSports teams, and little funding. However, the extensive quantity of 
free platforms and applications make it easier than ever for club teams to get off the ground. 
Tournaments can be created, promoted, and hosted for free on websites such as Smashgg and 
Challonge, teams are able to organize and network under the free communication platform, 
Discord, and notoriety is able to be raised through social media platforms as well as the ability to 
stream for free on Twitch. In addition to all of the resources available for free for eSport 
enthusiasts, CStarLeague is a gaming organization solely created for the collegiate segment. 
While varsity/organized collegiate teams typically win the events that CSL hosts, they are open 
for any and all club teams to participate in as well. However, due to the overall disjointedness of 
the needs of club eSports, it would be difficult to enter into this market, especially when the 
capital does not exist for this segment yet.  
 
Academic Degrees 
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 Beyond the creation of varsity eSports teams, some colleges are creating eSports degrees. 
Ohio State and Shenandoah University are among the first to announce eSports management 
degrees (Bauer-Wolf, 2019, para. 39). While these degrees are not focused on the playing of the 
games, it will mirror Sports Management degrees and teach eSports management, administration 
and marketing. While this is a growing trend, it is not growing nearly as rapidly as varsity teams. 
Since there is still debate on if eSports are “real” sports, the degrees may not become popular and 
lag behind the varsity team market. Academic degrees are a market to monitor, but it would be 
difficult to enter as there are still so few opportunities. It would also be difficult to find a need in 
this market as programs are not uniform and are already mirroring Sports Management degrees. 
Due to their similarity to pre-existing Sports Management degrees, many potential problems they 
will face are solvable with already established technology and solutions.  
 
SOM Selection 
 After careful analysis of the different market segments, we have decided to focus on 
collegiate eSports on a varsity level. We chose this segment over the others because of the 
growth of the market and the potential needs within this segment. Before we can truly design a 
product, we need to fully understand the structure and future potential for this specific market.  
 
Governing Body of Collegiate eSports 
 While eSports have expanded drastically, it took time for a governing body to attempt to 
take hold of this industry. In fact, today there is still debate on who governs eSports and how. 
“It’s been referred to as “the wild west” for college athletics” (McCarthy, 2019). While the 
National Collegiate Athletic Association (NCAA) has its own eSports teams, it has decided to 
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stay out of regulating eSports thus far. The overarching governing body for eSports is the 
National Association of Collegiate eSports (NACE). ESPN Sean Morrison wrote, “With the 
NCAA tabling its exploration of competitive gaming, NACE is positioned to become the 
strongest voice in the college eSports space” (2019, para. 6). 
 NACE was established in 2016 as a nonprofit aiming to “develop the structure and tools 
needed to advance collegiate eSports in the varsity space” (NACE, n.d). Starting off with only 
six colleges, it now has nearly 150 members. In fact, 94% of collegiate eSports programs in the 
United States are NACE members (Bauer-Wolf, 2019, para. 26). NACE may be the largest 
ruling body in eSports, but it is still in debate if NACE is truly ruling over eSports. “Despite its 
rapid growth, NACE has not yet reached the critical mass of membership needed to lean on 
developers such as Riot and Blizzard to seek adoption of its policies” (ESPN Nace adoption 
Morrison, 2019). While NACE is valuable to colleges looking to start and improve their eSports 
programs, being a member in NACE loses value when the program is already established and 
running smoothly.  
 NACE may be the overarching governing body of eSports as a whole, but some of the 
more popular games have their own regulatory associations. Riot Scholastic Association of 
America is the governing body of college-level League of Legends. It is important not to 
discredit the governing bodies for individual games as each game differs in structure and rules, 
making it difficult for a single organization to regulate all of them. In an interview with Jon 
Spector, the Director of Franchises and Competition with the Overwatch League, conducted by 
The Next Web, Jon said, “you have a governing body for soccer, and one for basketball, and 
hockey. I think lumping all those eSports together and saying “This is one thing” potentially 
misses some of the nuances” (Kaser, 2018, para. 15). 
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Will Partin discusses in his article, The eSports Pipeline Problem, that every game is 
managed differently when it comes to how its owner decides to monetize and run tournaments 
(2019). In his article he gives the examples of Valve, owner of two of the most prominent 
eSports games Dota 2 and Counter Strike: Global Offensive, and Blizzard, who owns 
Overwatch. In the case of Valve, they run a very open system where third parties are allowed or 
even encouraged to run their own tournaments and do not tightly control what goes on in terms 
of eSports for their IP. This is drastically different from Blizzard, who tightly controls how their 
tournaments are run and which organization can even create tournaments for their games. 
Concern in the collegiate scene comes from these “closed” systems due to regulations of how 
tournaments are organized and if they are even able to host an event with a certain game. As the 
eSports community and the amount of money generated continues to grow, there is a very real 
possibility that publishers such as Valve could opt into adding more regulations and restrictions 
in an attempt to generate more revenue for their games. This is an issue that can not be avoided 
as these companies own the IP they create and have full rights to decide how the events for that 
respective game are run. This is not typically an issue in traditional sports as no one owns the 
licensure for baseball or football. 
 
Collegiate ESports Structure 
 The eSports market is rapidly expanding across college campuses, but unfortunately is 
not uniform throughout the programs. “Some institutions have established them in their student 
activities wing, similar to club sports, or through their athletics department. The remainder put 
their programs elsewhere, such as in academic departments” (Bauer-Wolf, 2019, para. 16). 
Rooting eSports in different departments make it difficult to regulate as each department has 
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specific rules that programs must follow. When eSports are spread out among these departments, 
the programs begin to have different rules than other institutions. One major rule that is affected 
based on the location of the eSports program is Title IX implications. While Title IX applies to 
club sports, athletic teams have specific requirements to meet under federal law. The athletic 
department is required to match the proportion of male and female athletes to the institution’s 
population (Bauer-Wolf, 2019). This can cause difficulties in eSports because the industry is 
heavily dominated by males. Regulations akin to this hurdle may influence institutions to locate 
their eSports programs in departments other than athletics, furthering the debate that eSports may 
not be considered a “real sport”.  
 Similar to the institutional foundation of traditional sports, eSports have developed 
programs at the university level. South Korean universities consider competitive gamers as 
athletic athletes, and U.S. universities and colleges have initiated two separate classifications for 
eSport gamers: athletic and academic. The University of Utah became the first school from a 
Power Five athletic conference, which includes the SEC, ACC, Big 12, Big Ten, and Pac-12, to 
formally acknowledge a varsity athletics eSports program (Baker, Funk, Pizzo, 2018). 
Additionally, the University of California, Irvine has constructed an eSports stadium to assist a 
university team and promote research (Baker, Funk, Pizzo, 2018). These examples display how 
eSports are attracting attention at the university level.  
 An increasing number of eSport programs at the university level introduces both potential 
opportunity and detriment. With eSport programs differentiating from traditional sports 
programs, concerns relative to health arise from the extreme commitments eSports gamers must 
commit. With this concern recognized, eSports could capitalize on opportunity relating to 
inclusion and coursework. The sport industry currently notices an underrepresentation of women, 
ESports: Market Segments and Business Opportunities 
17 
 
and eSport programs could be the catalyst for this change (Baker, Funk, Pizzo, 2018). ESport’s 
recent growth presents an appeal toward a varied audience and provides the opportunity for 
colleges and universities to diversify student athletic populations. “ESport appeals to typically 
marginalized populations, particularly in Asian student-athletes, a demographic generally 
underrepresented in many athletic departments, (Baker, Funk, Pizzo, 2018).” 
 Educational eSport courses have emerged with classes being implemented at Miami 
University, University of California, Irvine, and the University of Nevada, Las Vegas. Although 
eSport courses have historically been held within media science or computer science 
departments, the University of South Carolina has revolutionized eSport learning by offering a 
course in the Department of Sport and Entertainment Management (Baker, Funk, Pizzo, 2018). 
By establishing this departmental connection, eSport could function as content throughout 
existing sport management courses to teach principles of sport management. “ESport provides 
appropriate case study material to teach foundational sport management topics, including the 
sociological foundations of sport, how sport is governed, marketed, and communicated, and 
important legal, ethical, and diversity issues in sport management,” (Baker, Funk, Pizzo, 2018). 
ESport also presents the opportunity to learn through experience, which may draw the interests 
of present and future college students.  
 
College Spending on ESports 
 With college eSports on the rise, so is college spending on eSports programs. According 
to Next College Student Athlete, many colleges offer scholarships ranging from $500-8,000 per 
year. Some colleges are even offering full ride scholarships to excelling eSports players. Robert 
Morris University became the first United States University to provide athletic scholarships for 
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eSports players. Harrisburg University became the first college to award a full ride scholarships 
to an entire eSports team (NCSA Sports, 2019). In an article published by EdSurge, it states that 
over 115 colleges and universities offer scholarships for eSports players (Collins, 2019). Not 
only are individual programs and colleges offering scholarships, but some varsity tournaments 
award scholarship money as prize money. (Collins, 2019) 
 In addition to scholarship spending, colleges are also spending money on other eSports 
related investments. As previously mentioned, The University of Chicago created a $100,000 
classroom specifically for eSports practices (Morrison, 2018) and The University of California 
built an entire eSports stadium for their program (Baker, Funk, Pizzo, 2018). Some universities 
equip their varsity players with jerseys, headsets and specialized keyboards (Hennick, 2018). 
Although there is a significant amount of college spending on eSports, it is considerably less than 
traditional sports. According to Layne Shirley, NACE’s eSports director, “it is a very low-cost 
activity to get started on your campus,” but is efficient as an enrollment driver as many students 
are interested in STEM fields and computer science (Hennick, 2018). 
 
The Pipeline Problem 
There is a looming problem that has been around since eSports’ infancy, but in this new 
decade of massive growth, this issue has continually become more prevalent. This problem can 
be referred to as the “pipeline problem”. Will Partin simplifys it by saying, “if skill demands 
training, but training itself is not profitable, then who is obligated to support the labor of learning 
until accumulated skill can start to pay for itself?” (2019, para. 1). At the heart of this issue is the 
rapid increase in the number of players which in turn drives the level of competitiveness higher. 
While some of the best players are born with a natural gift and with only a small amount of 
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training can rise to the top ranks, most players must put in hours upon hours of work into these 
games in order to compete at a high level and receive some sort of reward for their efforts. Will 
Partin continues by saying, “the hard part is the middle, where we find those who are training to 
become professionals but who do not produce much value for the teams and tournaments that 
might otherwise support them” (2019, para. 4).  
This is an issue that has been solved by traditional sports, like football or baseball, that 
have an intricate infrastructure to develop athletes into the elite players that spectators see in 
professional leagues. As we look at traditional collegiate sports, a lot of the value created by 
training these athletes is created through ticket sales and merchandising. This income generated 
by having these elite players allows the colleges to put in the extensive money into making these 
athletes into elite players. A struggle exists with eSports at the college level and within the 
smaller leagues as there is a lack of income/revenue generated by their players. It would be 
difficult to justify allocating a significant amount of money into these programs in order to make 
these players elite.   
 An additional challenge that relates to this pipeline issue is the appeal that a monetized 
platform/application created by Metisentry would have for these smaller/less successful teams. 
We can obviously look at the elite teams that are winning most of the major tournaments and it 
may not be hard for a team of this status to justify the purchase of software, but for smaller 
schools that may not have an elite program we must look at ways for an app to add value to their 
programs while also making it affordable. If a collegiate team already does not create much 
value for their institution, convincing these smaller markets to spend money on software might 
be a large hurdle when determining the size of our Service Obtainable Market. 
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Members of the Varsity Collegiate eSports Market 
 When analyzing the market for collegiate varsity eSports, there are several key players to 
consider. We will analyze the following segments within the college sphere; spectators, players, 
and coaches/managers. After analyzing these groups, we will be able to narrow down who our 
final product will be for.  
 
Spectators 
A major factor for the development of any software tailored toward eSports is what 
integration it will offer for spectators. In “traditional” sports, most companies/sponsors involved 
try and capitalize on the every day fan and want to determine how to get these fans to buy a 
product. In an article titled eSport vs. Sport: A Comparison of Spectator Motives, the authors 
look at what drives spectators to watch eSports as well as the demographics of those spectators. 
It should be noted that, while this research was done within South Korea, it still provides 
essential insight as South Korea has a very developed eSports community. In their research, it 
was discovered that the majority of reasons people watch eSports vs. Sports were generally very 
similar. These motives included excitement, interest in the individual players, high stakes, 
entertainment value, etc. Understanding what motivates people to watch eSport events is 
important knowledge not only for developing a marketing strategy, but also to understand how to 
bring some of these motives to our product and tailor it to a spectator audience. A key 
demographic identified within eSports was the fact that a majority of spectators were students 
between the age of 18-24 (Pizzo, et al., 2018).  The largest and most overwhelming segment 
within eSports in South Korea was that most of the spectators identified their employment status 
as “Student”.  According to the article about 81.5% of the people who watched the game “FIFA 
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Online 3” were students and about 78.3% of the spectators for the game “Starcraft II” were also 
students.  A main part of developing a strategy for a product is to understand the audience and 
who would potentially be interested in this product and to understand where the majority of the 
market lies can help with going about where to focus the primary research on. 
 
Players 
 ESports players are the driving force behind the industry’s value. In July 2012, the 
Electronic Sports League (ESL) recognized over 3.6 million users in Europe alone. In South 
Korea, more than 430 professional gamers participate in eSports as a legitimate form of work 
(Seo, 2013). Every year, the World Cyber Games, an eSports tournament similar in scope to the 
Olympics, is held internationally. The incredible growth and convergence established among the 
eSports community correlates to developments in Asian and Western countries. The leaps in size 
of the eSports industry can be displayed by the results of the 2010 World Computer Gaming 
tournament: 450 players located from 53 countries playing across 13 official computer gaming 
platforms and attracting more than 9.5 million spectators worldwide. As of December 10, 2012, 
total eSports prize tournament winnings accumulated $18,244,075 USD across a total of 614 
tournaments (Seo, 2013). With such payouts and continued growth predicted, these winnings 
incentivize freelance players to hone their skills and surrounding family members to support 
these endeavors. Prior to 2017, player costs typically consume roughly 50% of a company’s 
budget with the majority of companies experiencing negative cash flows from operations as they 
continued to fund better rosters and increase their brand presence. In 2008, only six deals were 
confirmed for $34 million total capital. In retaliation, eSports companies raised capital 
ESports: Market Segments and Business Opportunities 
22 
 
immensely, amounting to a cumulative sum of $1.52 billion from 74 established deals, and a 
total of $2.34 billion was invested in 63 deals in 2018 (Ozanian, Settimi, Perez, 2018, para 9). 
 There are many aspects that motivate someone to throw their hat into the ring of eSports: 
entertainment, competition, sense of achievement, excitement, or even social aspects (Lee & 
Schoenstedt, 2011, 40p.). With eSports expanding into colleges, more and more students are 
turning to competitive games as a social outlet. ESports has evolved from a solitary source of 
entertainment to a teambuilding and community activity. Students are also motivated for 
monetary reasons; with eSport pros earning thousands of dollars through competition placings 
and streaming revenues, many students strive to play on that level. Students can also receive 
scholarships from the college they play for. As mentioned above, scholarship spending on 
eSports has been increasing. Some prospective students may even look specifically at eSports 
programs when choosing a college to attend.  
 
Managers/Coaches 
Visibility is the best way for eSports teams to market their value, and managers play a 
crucial role in broadcasting their teams to the eSports community. These managers build 
gameplay strategies, make mid-game adjustments, manage gameplay streams, pursue sponsors 
and partnerships, regulate social media, and schedule practices and tournaments for teams to 
partake in. With these goals outlined, an app that would allow coaches to easily schedule 
practices and competitions with other collegiate teams would surely entice these managers who 
have plenty of obligations to tend to. Referring to the $2.34 billion expense spent by eSports 
companies in 2018, a significant opportunity sits in the scheduling mechanism. College eSports 
managers particularly could benefit from a centralized, easy to use match planning system. 
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University managers tend to communicate with eSports players and competitors across multiple  
Discord channels. University matches may be planned the day of the match, unlike professional 
tournaments that provide over a week notice. Player names must be known in order to 
communicate with other players, which is a detriment to expansion. By instituting a uniform 
scheduling system that could allow all eSports communities to easily connect and plan in 
advance, managers would be more likely to pay a subscription-based fee in order to avoid these 
current difficulties. With 125 university teams recognized by the National Association of 
Collegiate eSports (NCSA Sports, 2019), a monthly subscription fee of $250 per university 
creates a total opportunity profit of $375,000 with this year’s numbers alone.  
 
Pivoting into Primary Research 
 Through our research we have thoroughly examined the entire eSport umbrella and 
identified areas of opportunity. As discussed, eSports will continue to grow and evolve and 
managers will be left to adapt to this change. Collegiate eSport figureheads will have to increase 
their time spent on recruiting as more and more players are starting at a young age. High school 
eSports are exposing young teens to this ecosystem as they become highly involved at a young 
age. Once invested in the eSports community, there are many avenues to stay involved between 
Amateur eSports, Collegiate clubs, Collegiate varsity, and for most skilled, even the Professional 
scene. All of these market segments come with their own set of challenges and benefits which 
have been discussed. However, the collegiate varsity eSports market has the most lucrative 
business opportunity for Metisentry based on our research. 
 The biggest challenge in the collegiate varsity eSports segment is the “standardization 
and regulation of competition” (Carillo, 2019, 15p.). Managers must communicate effectively 
ESports: Market Segments and Business Opportunities 
24 
 
with their players while also coordinating with other rival teams to organize 
scrimmages/competitive play. Along with these issues, managers evidently want their team to be 
as successful as possible. Success for the team will lead to more viewership and notoriety among 
popular sponsors; a key factor as brand deals and sponsorships are the main source of revenue 
for eSports teams. These are just a few of the things that managers have to be concerned with. 
However, to learn more about the needs of these managers we plan to conduct primary research 
on the University of Akron eSports teams. A lot of the questions will be centered around 
organization of the team and what tools managers wish they had.  
Primary Research and Conclusions 
Processes 
Our primary research endeavors had two main pursuits of insight: a twenty question survey sent 
to the entirety of the Akron Esport Discord and three in-depth interviews. These interviews were 
conducted with one Nathan Meeker, the eSports director at the University of Akron who oversees every 
facet of the program, Niko Tsirlis, the owner and founder of AllMid Esports, a Midwestern-centric 
eSports organization that hosts a variety of tournaments and events for the public and colleges alike, and 
Tommy Steen, a varsity player for the University of Akron’s League of Legends team. With 157 
responses from the survey and each of the in-depth interviews lasting an hour a piece, we have been able 
to acquire a significant amount of primary research regarding the viability of an application that targets 
the varsity college eSports sphere.  
The survey portion of our research was organized through Qualtrics and our interviews were 
directed virtually through a Discord call. The data from the survey is easily downloadable/accessible for 
further analysis if Metisentry so chooses and the interviews with Nate/Niko were recorded with 
permission of our interviewees.  
 
Survey Results 
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When conducting our survey, we focused on a few issues our secondary research pointed 
out. These fall under three categories: communication, administration, and promotion.  
 When analyzing communication, we looked at communication both internally within the 
eSports program as well as external communication. We asked our survey participants the 
importance of communication and the applications and mediums they currently use.  
 As shown in the graph below, Discord is the most prevalent medium for internal 
communication. Discord is a free program that allows users to communicate through calls, text 
messages, and video conferences. The software allows users to share screens. Discord markets 
specifically to gamers, however, it does not limit users to only gamers. The application has 
become popular in the eSports market as it has features that make communicating and gaming 
easier, such as being able to adjust the volume of people’s mics on a call, running the program in 
a browser and having a chat overlaying a game to make access easier.  
 
We also asked our survey participants how effective the applications they use for internal 
communication are. Of the 157 participants that answered this question, only 4 responded that 
the applications they use are not effective. There was an overwhelming positive response about 
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their current communication mediums. When asked about the amount of communication within 
the team, participants indicated that there was no issue. Internal communication is not a prevalent 
problem that the University of Akron eSports program faces. Through our research and personal 
experience in the eSports scene, we can conclude that Discord has dominated the market in 
internal communication among eSports programs and a new application is not needed as the app 
is effective. It is clear that an application/platform that focuses on networking/communication is 
unneeded at this point in the eSports life cycle. 
 
 
One of the topics that came up often when talking with those involved in the eSports 
program was administration. This includes scheduling and organizing the program, and a 
governing body. In fact, when asked, our survey participants indicated that this was the category 
that needed the most improvement. In the survey sent to University of Akron students involved 
in the eSports program on campus, we asked what needed the most improvement, including; 
scheduling events, recruiting, internal communication, external communication, acquiring 
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equipment, access for viewers, and acquiring sponsorship. Of these seven categories, scheduling 
events ranked the top, with 42 people saying it needed the most improvement. 112 participants, 
of 154 that answered this question, ranked scheduling events in the top three categories needing 
improvement. These results indicate that there is a strong need for improving how events are 
scheduled.  
A hot topic and one that we pursued further in our in-depth interviews, is the prospect of 
having a united, governing body (i.e. NCAA) for varsity eSports. This question was only opened 
for survey takers who had some level of varsity/administrative involvement within Akron 
eSports. As shown below, many of the participants believe that a governing body will benefit the 
programs.  
 
When we spoke with Nate and Niko, the difficulties in scheduling tournaments and 
scrimmages came up in both conversations. According to Nate, tournaments are often scheduled 
at strange times. They may be scheduled late at night, two days in advance or the plans may 
change right before the game. This causes difficulties for viewers, as they may not know when 
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games are being played, as well as administrators who try to keep track of their games and plan 
tournaments as they may not know when other teams are playing. In an interview with Tommy, a 
UA varsity player for the League of Legends, he mentioned that the players that were scheduled 
for a tournament may change the day of, causing problems for players, as they don’t know who 
their opponent may be, and viewers who may try to follow a single player. Since scheduling 
seems to need improvement in the eSports sphere, we will focus on this to create a useful 
application for collegiate eSports programs.  
Promotion is another topic we covered in our primary research. We asked the students at 
the university of Akron about it in our survey, as well as talked about promotional efforts in our 
in-depth interviews. Promotion includes recruiting efforts, advertising about the eSports 
program, as well as spreading the word about upcoming tournaments or the results of 
tournaments already played.  
 Per our survey, at least 30% of people involved in the UA eSports program did not even 
know about it until they were on campus. Promotional efforts on campus account for 30% of the 
survey participants’ knowledge of the program at the University of Akron. The following method 
for learning about the program is through Discord, followed by word of mouth. The results of 
this question indicate that there is not any particular application that is being successfully used 
for promotional efforts.  
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Mediums Students Learned of UA ESports 
 
 Promotional efforts go hand in hand with recruiting. If people are unaware of the 
program, or how well the teams are performing, it may be difficult to find more students 
to participate. As mentioned above, recruiting was ranked second for needing the most 
improvement of the categories listed. As shown below, survey participants felt that 
eSports promotional efforts were lacking.  
 
Competition 
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The eSports market is very much divided but it is clear that there are some platforms that 
have completely dominated the market. Discord has dominated the communication between 
members of the eSports community. Twitch has dominated gaming streaming and shows no 
signs of slowing down. When we surveyed the eSport community in Akron we found that the 
majority of them were happy with their current communication platforms.  
Discord had a huge first mover advantage and was able to capture the market early. Since 
Discord created a sense of community, it was only convenient for new people to join these 
established groups. Through our survey we tried to identify pain points with Discord and the 
communication within the community. Looking at our data it seems that the community is quite 
content with discord. With all of this being said we do not recommend MetiSentry enter into the 
market of providing communication within the eSports community.  
Streaming is one of the biggest phenomenon in the gaming community and has led to the 
increase in popularity of gaming. Streamers have a couple platforms that they use to stream their 
content. The 2 main platforms are Twitch and YouTube. Both of these platforms have a strong 
foothold in the market and are very well established. These platforms follow the trend that seems 
to be constant with this industry which is people will use platforms for the simple fact that they 
are popular. We also do not recommend that MetiSentry pursue the streaming market.  
Before we jump into our recommendations for an application within collegiate eSports, 
we should discuss the struggle of capturing the market. Through our discussion with Nate some 
of the biggest pain points occur because different teams use different applications. The 
community wants to unite but incentives are low. Why switch programs when one is currently 
working for you? We asked Nate what would make him switch platforms and his answer was 
simple “If an application was widely used by other teams he would easily switch”. Nate believed 
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this sentiment to be constant across other programs. So, we identified this as the main struggle 
for capturing our target market, but we believe that our application ideas are novel enough to 
make them quite popular.  
 
Recommendations 
Calendar Idea 
Over the course of both interviews, one of the main issues they stressed with us was the 
ability to plan and organize events for the Varsity team. This makes it difficult for the varsity 
teams to reach a greater audience outside the people already involved in Akron eSports. There 
are several problems with scheduling that Nate talked about in his interview. He noted that there 
is an inconsistency when it comes to when matches are played. It is very different from the more 
traditional college sports, like football where games are played every Saturday, which allows for 
more people to plan around those events. According to Nate the varsity matches are played 
typically late at night and on the weekends, which is especially an issue for Akron as most of the 
school is a commuter school and there is a limited number of students on campus. Another 
problem is that most of the matches cannot be scheduled too far in advance. This inability to plan 
events far in advance does not allow eSports to advertise events efficiently and does not gain 
enough awareness to people who are not consistently following eSports.  The last issue, brought 
up by Niko, involved planning events since there is no centralized calendar. It is hard to plan 
events in order to gain the most audience. While it is not the biggest issue at hand, having the 
ability to know when major events are being played would allow managers to schedule games 
that do not conflict with these events in order to potentially gain a larger audience. The idea that 
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was brought up during Niko’s interview is that if there was some sort of centralized calendar 
then it could help alleviate some of the issues stated above. 
 We decided to split the app into two sides, that being a user focus and a management 
focus. This app should not only focus on the management and scheduling of games but also have 
a user side of it that would allow people to stay better informed about upcoming matches and 
discover new teams. A base user feature that would allow this app to stand out is one that would, 
at minimum, be able to tell the user what website the game is being played on and potentially 
give them a link directly to that live stream. Having the user be able to go directly from the app 
to the stream is useful as instead of forcing a user to remember where to go they would be able to 
seamlessly go right to the correct page and save them time from surfing the web in order to find 
the stream. Another idea that could be useful to the user is not only having the ability to filter the 
calendar by video game but also potentially filtering the calendar by local schools and teams. 
The ability to filter to see what local teams are currently streaming or to see when their next 
matchups are would allow collegiate teams to gain a wider audience. At the current moment 
unless you are in the eSports group and follow it a lot then the most people know is when their 
own university is playing.  It would allow people who want to watch an eSports match even 
when their current university is not playing without having to do much searching. This feature 
would enable the viewer to see what teams are playing in their local area and could help smaller 
schools who have less of a following gain more viewers. A final base user feature would be that 
the calendar is able to sync to a google calendar, or whatever the user uses, and allow them to in 
a sense subscribe to a university or game and allow them to receive notifications for upcoming 
matches. All of these features would allow the users to not only view a variety of eSports at the 
tip of their fingers but allow them to follow their favorite teams without having to do much work.  
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 On the flipside of the app, this is an application that should especially focus on the 
management and scheduling for collegiate eSports programs. A feature that would be useful to 
managers is having the ability to create a roster for each of their varsity teams. This could make 
the life of a manager much easier as the app would immediately notify players when a match has 
been scheduled and allow for better organization as the players would not need to personally 
keep track of their schedule as it would be all in the app. After our discussions with Nate it was 
brought up that matches are scheduled fairly impromptu, this means that an app would need to 
have a feature that would allow managers to schedule matches fairly quickly. Instead of 
managers having to communicate back and forth through whatever form of communication they 
use, the app would allow managers to quickly set up a match with another team. This could 
potentially make the job of a manager much easier as scheduling and planning would take far 
less time and once a match is set it would automatically notify the right players. This does not 
mean that the app would not have a more advanced set up for larger events and tournaments, 
allowing for a wide range of matches to be set up. Another vital feature that would be useful for 
all managers is the easy communication it would provide between teams. This is not to say it is 
going to try to compete with applications like Discord but rather allow managers to quickly 
communicate with everyone else using one consolidated app. If a majority of teams were using 
this app it could allow managers to grow and expand their teams schedule quicker than ever. 
Instead of having to ask around or attempt to communicate with other programs this app would 
have every team in the same location, making it easier than ever to reach out to new programs. 
This could be incredibly useful for new programs that are looking to build connections. The idea 
of having a management side of this app is to make life easier for managers and capitalize on a 
system that is currently not being done efficiently. 
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Calendar Idea: Revenue 
 There are a few different areas in which revenue could be generated outside potential 
advertising revenue. One way is giving teams/organizations the ability to promote their matches 
to users on the app. This ability to promote a match or event could allow teams and organizations 
to get their names to a wider audience who may not be aware of their presence. Promoting a 
match could come in potentially a few different ways with different prices. For a higher price a 
team could promote their match app wide and have every user become aware or if that is not a 
desired option they could also pay a lower price to have their match or event advertised to a more 
local audience or even targeted based on the preferences of the users, like which games they 
follow. The pricing model for this could come in a few ways with things like the ability to either 
promote just one match or have a recurring payment that would allow the organization to 
promote more matches on a regular basis. The prices could start at a flat rate during the 
beginning phases of the app rollout with prices being $15-25 to a few hundred for the ability to 
promote the match app wide. As the app begins to grow and gain a wider audience then these flat 
rates could become a more flexible price based on demand for promoted matches. Another way 
to potentially gain revenue is creating this calendar app into a subscription service that varsity 
programs could purchase in order to help scheduling and bring it all under one platform.  
Subscriptions could run for $250 a month and give them the ability of not only better scheduling 
but have their matches displayed on the calendar for normal users, who would get the app for 
free, to see. Even getting a market share of 20% of the current market this could provide fairly 
large profits for a relatively simple problem. With eSports continuously growing, being able to 
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get on the ground floor with some of the more established teams would only mean that the sky's 
the limit for this application. 
 
Promotional/Statistics Platform: Introducing FirstString 
With the obvious disparity between varsity teams and their promotion/recognition on 
campus, there is a significant market opportunity for an application that is centered around 
boosting the profile of these teams and players. As Nate phrased it in our interview, there is a 
lack of “fan-side awareness”; fans or even potential fans of these specific games, specific 
players, or college eSports in general have no outlet or channel to follow and stay updated with. 
There is no platform/application that is currently available that organizes or tracks the ongoings 
and statistics in this branch of the wider eSport market. However, through this gap in the market, 
a large opportunity was revealed to us through the primary research that was conducted.  With 
this in mind, we would like to present FirstString™, the premiere and only collegiate eSports 
highlights, statistics, and news platform. (For clarity’s sake, we are presenting this application 
prospect as if it was already a finished product because it’s usage and marketing is much easier 
to understand if so.)  
FirstString is a social media hub that centralizes various promotional aspects of your 
favorite varsity team, player, or even entire collegiate program. At its heart, it is a social media-
esque feed where users can stay up to date with the latest highlights and news from whichever 
facet of varsity collegiate eSports they choose. There are various silos that a user will be able to 
follow and receive updates for: Collegiate Regions/Divisions (i.e. MAC, BigTen), individual 
collegiate players, individual colleges (i.e. all of UA’s varsity teams), and individual games (i.e. 
all varsity-level Rocket League teams). Because these silos all offer very different angles and 
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personalized views on the varsity eSports sphere, users will be able to enjoy a highly tailored and 
unparalleled look into this growing area.  
FirstString will allow users to connect their account to whichever eSport statistics 
application is appropriate for their game or games of choice. For this case study, we will create a 
hypothetical account for Tristan Roberts (in-game name, Trstn), a member of The University of 
Akron’s varsity Rocket League team. In his case, FirstString will pull statistics from 
https://rocketleague.tracker.network/, Rocket League’s central player data website. The rest of 
his profile data will be somewhat self-evident; he will be attached to the UA Varsity eSports, 
Mid-American Conference, and Rocket League tags and whatever information he chooses to 
include in his bio. However, FirstString’s potential does not end there as its other core 
competency lies within its integration with the Twitch platform. Below, a screen capture of a 
Rocket League match that the Akron team played in and its accompanying Twitch chat is 
attached.  
 
 
In this scenario, Trstn scores an emphatic goal for the Akron team that put them in the 
lead against Rutgers. Because Trstn has connected his FirstString account with his Twitch 
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account, viewers in this stream can employ Twitch’s pre-built “Clip” API. By using our aptly 
named chat command, “!FirstString”, the last sixty seconds of this stream have been clipped, 
saved, and attributed to Trstn’s account on our platform. This highlight, along with whatever 
updates that Trstn chooses to post on his account, will show up on any user’s newsfeed who 
follow the appropriate tags. In this instance, this highlight would appear for anyone following 
(AkronVarsity), (MAC), (RocketLeague), (AkronRocketLeague), or simply (Trstn) himself. This 
capability is a huge opportunity for both individual players and the universities that they play for 
to boost the notoriety of their talent and program. 
 
 
FirstString: Revenue Potential 
 The most straightforward revenue approach is the option for “pro” accounts or the ability 
to pay for boosts to whichever piece of content that our users want to have more eyes on. Much 
akin to how Instagram or Twitter uses “promoted” posts, FirstString will allow users to give a 
“boost” to a particular highlight/update/statistic. Boosts can be purchased on a per post basis 
based on the amount of impressions that a user wants to make; for example, $3 for 500 
impressions or $6 for 1200 impressions. Or, with our “pro” accounts, users will be provided a 
certain number of promoted impressions which can be allocated across their posts over the 
course of the month however they choose for $10/month. Luckily, because the size and cost of 
these revenue options are flexible and can scale up with our user base, we can provide both more 
profitable and larger-scale options once our user base is able to accommodate them. Looking at 
concrete numbers, 70,000 individual students participated within the Collegiate Star League, a 
tournament organizer that solely serves the college space last year (Collegiate Star League). If 
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just 3% of these 70,000 students upgraded to “pro” accounts, FirstString could bring in yearly 
revenue of $252,000 at $10 per “pro” account per month, not including any accounts that 
purchased additional/individual boosts.  
 However, another large potential revenue stream would be the ad-space that is common 
on any social media platform. With our average user falling in the male, 18-24 category, any 
company or industry that is even tangentially related to eSports or video games in general will 
want to have their products seen by their target audience. In addition, because FirstString is 
already tailoring user experience based on followed tags and which content is interacted with, 
advertisers will be able to narrow and target very specific niches within our user base.  
Lastly, while FirstString is primarily focused on the varsity collegiate eSports market, it 
certainly has potential to expand into various other areas of the eSports domain at large. In 
particular, there is no agreed upon or prescribed manner of scouting/recruiting high school 
eSport talent and bringing them to the collegiate varsity level. As such, there is no reason that 
these prospects cannot create and integrate their FirstString accounts to both a statistics platform 
and Twitch similar to our varsity users. While their relevant tags might be lacking (i.e. these 
users will not be attached to a collegiate conference nor specific college), colleges interested in 
recruiting new players will certainly have a much more streamlined experience in getting a 
clearer picture as to what the capabilities of their new talent is. In addition, the inclusion of high 
school eSport talent propels the size of our user base immensely and ushers promising players to 
stay within the FirstString ecosystem early on in their career. These additional players evidently 
will boost the amount of upgraded “pro” accounts, posts receiving boosts, and ads being seen.  
 
Strategic Partnerships/Action Plan 
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As discussed, the eSports community is divided. Games are made by different 
developers, and competitions are held by all kinds of institutions. On our call with Nate, he 
detailed the two biggest hurdles in this space as follows: lack of structure and lack of continuity. 
Within the overarching eSports community, subcommunities exist and utilize different platforms 
to schedule events. Developers control games and events, making standardization and 
continuation difficult. With this said, Nate detailed how soon game developers will be creating 
portfolios of games across a multitude of genres to draw the attention of a large governing body 
with a large amount of available capital. This incorporation of a governing body is crucial for 
eSports to reach its next level. Nate believes there is the opportunity for an app to unify the 
eSports community; however, this app would need the backing of a governing body. 
 Speaking with Niko, he explained that the biggest hurdles in collegiate eSports are as 
follows: lack of administrative support and lack of visibility. College administration currently 
fails to interpret the available opportunities in this market. On a similar note, universities should 
be promoting varsity players to the public but are failing to do so. Many developers are focusing 
their energies on the professional sector rather than the collegiate space. As a result, this space is 
something of a mystery; a new league could thus be created in this space. Looking at 
opportunities, Niko explained that specific platforms have a market. He suggested centralizing 
all eSports events into one calendar, allowing this calendar to be filtered by region and date. 
Looking at potential governing body options, the two most relevant players are the 
National Association of Collegiate eSports (NACE) and the NCAA. In 2016, NACE was 
established as a nonprofit “to develop the structure and tools needed to advance collegiate 
eSports in the varsity space” (NACE, n.d). Starting off with just 6 colleges, NACE now has 
around 150 members. 94% of collegiate eSports programs in the United States are NACE 
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members (Bauer-Wolf, 2019, para. 26). “Despite its rapid growth, NACE has not yet reached the 
critical mass of membership needed to lean on developers such as Riot and Blizzard to seek 
adoption of its policies (ESPN Nace adoption Morrison, 2019). NACE has exhibited most value 
to programs looking to start and build eSport programs. However, value is lost when a program 
is already established.  
Currently, eSports are not managed in the same capacity as “traditional” sports and thus 
do not benefit from being governed by a single, integrated organization. However, eSports have 
massive potential if paired with such a governing body. The National Collegiate Athletic 
Association (NCAA) has its own eSports teams but has so far decided to stay out of its 
regulation.  
Although NACE may be the overarching governing body of eSports as a whole, more 
popular games tend to have their own regulatory associations. For example, Riot Scholastic 
Association of America is the governing body of college-level League of Legends. Because each 
game differs in structure and rules, this is why it is difficult for a single organization to regulate 
across all games. In the case of Valve, owner of two of the most prominent eSports games Dota 
2 and Counter Strike: Global Offensive, they govern very openly, allowing third parties to run 
their own tournaments. However, Blizzard, who runs Overwatch, tightly control their 
tournaments and only allow certain organizations to create tournaments for their games. As 
eSport revenue streams continue to increase, the threat of open system publishers such as Valve 
switching to more closed systems to maximize profit is a very real threat. Because Valve owns 
the full rights for their games, they have the right to decide how these games are run. For 
publishers to accept regulation from the NCAA, the NCAA would need a large amount of capital 
to draw the attention of these publishers. Through a much more standardized scheduling and 
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broadcasting system, the NCAA would increase revenue streams for all parties involved 
(publishers, players, managers, etc.) 
 
Limitations 
 While we used the resources we had to analyze the eSports market and determine if there 
was opportunity for an application, we did have a few limitations. The first is the scope of our 
primary research. Due to time restrictions and the connections we had, our primary research 
focused mainly in the Midwest region, and specifically at The University of Akron. Our survey 
reached only students at the college and our interviews were with those involved at UA as well 
as a connection we had at AllMid, an organization that is based in the Midwest. The second 
limitation to our primary research stems from complications with COVID 19. We had planned to 
hold focus groups on campus with eSports players and administrators, however, it was cancelled 
due to university closure.  
 
Conclusion 
The eSport community at the collegiate level is still a relatively new aspect of college life 
and is still growing. There are still many growing pains that this community is dealing with, 
including a lot of disorder and divide that makes it difficult to run a program efficiently. It was 
highlighted that one solution to this problem that may come in the future is a game developer 
reaching out to the NCAA, or forming their own governing body, in order to capitalize on this 
new market. After our survey, sent out to the Akron eSports community, and our in depth 
interviews with Nate Meeker, a director for eSports at UA, and Niko Tsirlis, founder of AllMid, 
we were able to come up with two concrete recommendations for MetiSenty on how to capitalize 
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on this growing market with an app. The first recommendation is to create a calendar app that 
would not only give viewers the ability to see when upcoming matches are, but also allow for 
managers to better schedule and plan matches with other varsity programs. This would solve the 
issue that was highlighted in our interviews that there is an issue with viewership and could also 
assist administrators, making their lives easier. The revenue streams for this app would include a 
match promotion option that would allow teams to promote their upcoming matches for a fee, 
depending on how large of an outreach they want, and a subscription service that would allow 
teams and managers to utilize the management aspect of the application. The potential for 
revenue is quite high if MetiSentry is able to gain a foothold in this emerging market, as the 
varsity eSports market is predicted to continue to grow. The second recommendation for 
MetiSentry is FirstString. This would be an app that would keep track of stats and allo varsity 
players to promote their own clips. This app would solve the issue with promotion and 
viewership, two problems that could result in slower growth for varsity eSports. The revenue 
options for FirstString would be a premium service and ad space. FirstString Premium would 
allow users to boost their content, be able to analyze data to better build your brand and remove 
ads. The ad space would be similar to that of most social media feeds and would allow 
advertisers to share tailor-made advertisements for FirstString users. The varsity eSports market 
is still a new and growing market and anyone who is able to gain a large market share of the 
current programs would only have the sky as limit for potential. 
 
 
Links to eSports Calanders 
https://www.espn.com/esports/story/_/id/14556983/esports-calendar-top-events-league-
legends-overwatch-counter-strike-more 
 
https://www.esportscalendar.com/  
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